Purpose -Celebrity endorsement is a phenomenon widely used by companies and studied by researchers.
Introduction
Traditionally, the concept of celebrity can be understood as a well-known person recognized by the public and considered a role model for society (McCracken, 1989) , due to professional competences or physical appearance (Kahle and Homer, 1985) . Very famous actors, models, athletes and singers are all considered celebrities (Friedman and Friedman, 1979) . Knowing the influence that celebrities exert over consumers, companies are increasingly investing in their use in advertising, to persuade consumers (McNamara, 2009) .
Studies in marketing have been conducted to investigate how celebrity endorsement impacts consumer purchase intentions (Wei and Lu, 2013) . Also, several authors have investigated a series of related factors, such as the effect of celebrity endorsement on product recall, the effect of the credibility and expertise of the celebrity endorsement and the effect of celebrity image (Amos et al., 2008) .
Despite the generally positive aspects of endorsement on the evaluation of products, which has been verified in other studies (Silva et al., 2015; Ambroise et al., 2014) , in some cases, celebrities cannot substantially help promote products (Sliburyte, 2009) . They may even damage a brand, if consumers learn that an existing endorser has committed a transgression (Um, 2013) . These contrasting results demonstrate how celebrity endorsement is complex and can be influenced by several variables.
A meta-analysis performed by Knoll and Matthes (2017) show that studies about the subject have found positive, negative and neutral effects, leaving in doubt the actual effectiveness of celebrity endorsement. The authors demonstrated that the differences found in the studies may have occurred due to moderating variables, such as the endorser type (Wei and Lu, 2013) , congruence (Silva et al., 2015) or endorser sex (Bergkvist and Zhou, 2016) . Knoll and Matthes (2017) suggest that future studies should focus precisely on the conditions under which the endorsement effect may change: for example, endorsement of non-conventional products (Myrick and Evans, 2014) , endorsement of persons (Van Steenburg, 2015) , non-profit endorsement (Wheeler, 2009 ) and endorsement in emerging countries (Chou, 2014) such as China, India or Brazil, all factors which will be addressed in this study.
Along with the lack of studies noted by Knoll and Matthes (2017) , there has been another global phenomenon related to endorsement and celebrity theory as a whole. With the broad popularization of the internet, social networks, social media and reality television, it has been proposed that there has been an extension of the concept of celebrity, so that through these new media, ordinary people can also achieve such status. As a result, the number of aspiring celebrities has grown (Keel and Nataraajan, 2012) . Therefore, knowing that the effectiveness of celebrity endorsement effect may vary completely depending on the context of the endorsement, and given the phenomenon of new celebrities emerging from different media, the purpose of this paper is to analyze the effectiveness of an "acclaimed" celebrity endorsement effect in a context where an aspiring new celebrity is being endorsed.
In line with recent research propositions for this area (Knoll and Matthes, 2017) , to analyze the effectiveness of the endorsement and verify the existence of the effect (Study 1), studies were conducted focusing on contextual variables with the potential to modify effect. Study 2 analyzes the brand and charisma effects (Kowalczyk and Royne, 2013; Louie et al., 2001) ; Study 3 analyzes the congruence between celebrities (Fleck et al., 2012) ; and Study 4 measures the exposure level of the endorsing celebrity (Carrillat et al., 2013) .
The results demonstrate the effectiveness of this celebrity endorsement, as well as the effect of different contexts on endorsement. They show that although new celebrities are less affected by endorsements from established celebrities as they become better known, employing the endorsement of celebrities with charisma and who are related in some way to the aspiring celebrity can be an effective strategy, especially for newcomers on the scene.
Celebrity endorsement
Traditionally, the concept of celebrity can be understood as a person who is recognized by the public and considered to be a role model for society (McCracken, 1989) , due to his or her professional competence or beauty (Kahle and Homer, 1985) . Celebrities can inspire consumers' desires, hopes and dreams (Rockwell and Giles, 2009 ). Furthermore, celebrities can work as the personification of a brand, creating bonds and facilitating connections with consumers (Thomson, 2006) .
Despite the positive aspects of endorsements, the use of celebrities in campaigns may or may not be effective (Misra and Beatty, 1990) . Celebrities have been used to positively influence consumer behavior toward a product (Tripp et al., 1994) , and advertising campaigns create a link between the product and the celebrity, causing a transfer of meaning that can either be positive or negative to the product (Till and Shimp, 1998) .
To select an appropriate celebrity, the advertiser or marketer should take into account, among other factors, the longevity of the campaign, the acceptance of the celebrity and their relevance, the target consumer's opinion on the use of celebrities for communication and the receptivity of the target consumer when associating the celebrity with the product or brand. Several factors are considered when choosing a celebrity endorser or brand sponsor, when attempting to establish a campaign for the brand:
fame -wide recognition by consumers or by specific groups; adjustment -combination or match between brand attributes and celebrity attributes regarding consumer perceptions; financial features -costs and returns from the use of celebrities as endorsers; and roles -different ways to use celebrities in marketing communications (Pringle and Binet, 2005) .
Celebrity endorsement efficacy is sustained by credibility, expertise and attractiveness (Ohanian, 1991) . Credibility refers to the confidence that the celebrity conveys to the public; expertise is linked to the knowledge and experience that the endorser has on a certain subject; and attractiveness is associated with physical appearance, beauty and sympathetic nature. When consumers believe that the endorser reflects their idealized self-concept and selfimage, the evaluation of the advertisement is positive and increases product purchase intentions (Choi and Rifon, 2012) . In addition to this positive assessment, such an endorsement makes these consumers more likely to show loyalty to the brand or product.
Studies also show that the use of celebrities in campaigns is linked to various strategies. Rumschisky (2009) found that people are willing to pay up to 20 per cent more for a product, depending on who endorses it, generating greater revenues for the company. Advertisements featuring celebrities tend to increase the value of the company on the stock exchange, as such advertisements also influence investors' perceptions of the endorsed company (Agrawal and Kamakura, 1995) .
The effect of celebrity endorsements on the evaluation of products, demonstrating that celebrities influence their fans, has also been studied (Sliburyte, 2009; McNamara, 2009) . Researchers found that much of this effect results from consumers' associations between the celebrity and the endorsed object (Choi and Rifon, 2012; Till and Shimp, 1998) .
New social media platforms such as Facebook, Instagram and Twitter, as well as reality television programming, are reaching a worldwide audience. These media have provided a new method for creating aspiring celebrities (Keel and Nataraajan, 2012) . In reality, music shows, for example, celebrities from the world of music both judge and coach the contestants. It can be conceptualized that established celebrities eventually "lend" their images to candidates who choose them as mentors. The dynamics of the shows reinforce this concept by presenting the candidates as part of the celebrity teams. At all times, the association between participant and celebrity is presented to the public. Because the contestants are aspiring celebrities and unknown to the public up to that point, being associated with a celebrity with an established image can improve their assessment. Similarly, a new product launched on the market with the endorsement of a celebrity with credibility in the area can also improve its reception. Thus, it is expected that:
H1. The evaluation of aspiring new celebrities will be more positive when a well-known celebrity endorses them.
Study 1
The purpose of Study 1 is to analyze whether the effect of celebrity endorsement also occurs in the evaluation of an aspiring new celebrity, as it does with tangible products. The stimuli were defined by the researchers. To give greater validity to the study, all studies were conducted during season two of the program The Voice Brazil, in which candidates compete for the preference of the public while seeking successful careers in the music industry. They are divided into teams led by established singers who act as coaches. Thus, in this program, candidates seeking to become new celebrities are valued by the public (potential consumers of their music) and are endorsed by the celebrity that chooses them to compete for their teams. The authors used one of the program's candidates and the celebrity that chose to coach the candidate. An online questionnaire was used, and the link was distributed on an online panel provided and maintained by a national research institute. In all studies of this research project, the first section of the instrument presented stimuli for manipulation. Respondents evaluated the candidate using a Likert scale ranging from 1 (Completely Disagree) to 7 (Strongly Agree) points. Demographic data from the respondents were collected. The final sample of this first study was 100 viewers, who were assigned to a 2 (celebrity endorsement: With endorsement vs No endorsement) Â 1 (Participant of the program The Voice Brazil) condition. First, participants had to answer questions about their involvement with the program, and people who did not watch, or did not know the participant, were excluded from the study. All spectators assessed the participant through a series of questions. As all candidates on The Voice usually have a coach, to select participants for the condition "no endorsement", after evaluating the candidate they had to select who the candidate's coach was from a list of celebrities. The participants who failed to choose the correct coach were assigned to the condition "no endorsement". Participants who chose correctly associated the candidate with his or her celebrity coach ("endorsement"). To assess the candidates, we used scales to measure an intention to consume music (a = 0.908) and performance in the program (a = 0.925).
Study 1 -results
The study was conducted with 193 viewers of the show, with an average age of 28.3 (19-62) . In accordance with the hypothesis of Study 1, the aspiring candidates for becoming a new celebrity were evaluated more favorably when they were endorsed by an established celebrity (their coach or technical advisor during the program), both for the intention to consume their music (M with endorsement = 5.8 (1.4) and = M without endorsement 5.2 (1.3); p < 0.05), and performance in the program (M with endorsement = 5.3 (1.6) and M without endorsement = 4.4 (1.7); p < 0.01) (Figure 1 ).
Study 1 -discussion
The results show that the effect of celebrity endorsement can also occur in a context where the evaluated object is a person aspiring to be a future celebrity. Despite the generally positive aspects of endorsement on the evaluation of general products, as has been verified in other studies (Choi and Rifon, 2012; Silva et al., 2015) , in some cases celebrities cannot substantially help promote products (Knoll and Matthes, 2017; Sliburyte, 2009) . These contrasting results demonstrate the complexity of celebrity endorsement, and reinforce the relevance of verifying this effect in a context of an acclaimed celebrity and an aspiring new celebrity.
According to the results, the celebrity endorsement influences not only the assessment of the candidate in the program but also the intention to consume future work (music and television shows) by this candidate. This is another indication of the effectiveness of this type of endorsement. According to Knoll and Matthes (2017) , the effectiveness of celebrity endorsement has been discussed in recent years in terms of positive and negative effects, and the influence of this effect is subject to several moderating variables, such as congruence, charisma (Silva et al., 2015) and endorser sex (Bergkvist and Zhou, 2016) , which demonstrates the importance of studies that address different aspects and scenarios of this phenomenon.
Charisma and brand effects on celebrity endorsement
Another dimension of the endorsement effect is the influence that the brand has on this phenomenon. A brand aims, among other factors, to differentiate the product from other offerings and to add value, contributing to achieving competitive advantage (Keller and Lehmann, 2006; Aaker, 1991) . Strong brands grant greater awareness, consciousness and consumer loyalty (Rust et al., 2004) . In addition, for consumers, product quality is not necessarily related to the technical characteristics of the product, but to an intangible assessment of the brand in question, thereby turning the brand into a key element in the process of purchase decisions (Hoeffler and Keller, 2003) .
People can also be considered brands (Aaker, 1991) . Their assets, as in the case of product brands, can be built through recognition and remembrance, positive associations, perceived quality in the relationship and loyalty level generated by the relationship. Brands can also reflect human dimensions of personality, based on the evaluation of consumers (Aaker, 1997) . If brands can have human characteristics, it can be inferred that people can be brands and that these dimensions would be prominent. 
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Consumers generally perceive and react to stimuli generated by people just as they do in relation to brands. This phenomenon is triggered by automaticity and by the level of evaluation for that particular object -in this case, people and brands (Alba and Hutchinson, 1987) . If this occurs, the object captures consumers' attention, assisting in the processing and selection of information to be considered in the perception of the object. For celebrities, this phenomenon is further evidenced by the fact that they are role models for society in general (McCracken, 1989) . Prominent celebrities in their professional areas do not only lend their names to endorse products and services; their own production can be understood as endorsed by their names. Also, they may create new products and extend their product lines (Kowalczyk and Royne, 2013; Luo et al., 2010) .
The development and exponential growth of new media, combined with the diversification and growth of new media programming formats, has allowed the emergence of new celebrities (Keel and Nataraajan, 2012) . Series on free and subscription TV channels; comedy and music programs on YouTube; and reality shows based on simulations of real-life events such as musical and sporting competitions, have captivated audiences, making room for actors, musicians, athletes and participants in these reality shows to be considered aspiring celebrities, thus achieving certain social recognition. In line with Alba and Hutchinson (1987) ; Aaker (1991 Aaker ( , 1997 ; Kowalczyk and Royne (2013) and Luo et al. (2010) , these aspiring celebrities may also be considered brands, with greater or lesser degrees of recognition.
Recognized brands are considered superior and better evaluated than unrecognized brands or more poorly evaluated brands, with or without the use of celebrity endorsement (Silva et al., 2015) . According to the authors, a well-evaluated, recognizable brand does not need celebrity endorsement because the effect of such endorsement would not add significant value to brands perceived as strong by consumers.
In a reality show, candidates are aspiring celebrities and are also building their images and their brands (Keel and Nataraajan, 2012) , some with more ownership and competence than others. Given that the image of the celebrity endorser influences the product -and a negative image can negatively influence the evaluation of the product (Louie et al., 2001) , but a recognized brand can change the endorsement effect (Silva et al., 2015) -it is expected that: H2. A weak candidate (worst evaluated brand) endorsed by a celebrity with a positive image will be better evaluated than a weak candidate endorsed by celebrity with a negative image.
H3. The evaluation of a strong candidate (best evaluated brand) does not depend on the image of the celebrity endorser.
Study 2
The purpose of Study 2 is to analyze whether the effect of the brand on celebrity endorsement also occurs in the evaluation of an aspiring new celebrity, and whether the influence of the celebrity image has an effect. For this study, we used a 2 Â 2 full factorial design between subjects (Candidates: Strong vs weak) Â (Celebrity Endorser: well evaluated celebrity vs poorly evaluated celebrities). For data analysis, we used ANOVA. The stimuli were defined by the researchers, and Sam Alves was chosen as the contender (Strong Brand), for being one of the most popular candidates and most downloaded on the official website of the program. Gabby Moura was chosen as the poor candidate (Weak Brand) because she is less popular and has a significantly lower number of downloads on the official website of the program. Claudia Leitte, who was the technical advisor of both candidates, was used as the celebrity endorser. The instrument was similar to that used in Study 1.
The final sample of Study 2 was 152 individuals. As in Study 1, spectators first answered questions about their involvement with the program, and people who did not watch or did not know the participants were excluded from the study. Participants then assessed the candidate using a series of questions. To check celebrity influence on candidates, the participants of this study also evaluated the celebrity. We used the same scales as Study 1 for candidates' assessment, and an adapted attitude scale (a = 0.986) to evaluate the celebrity.
Study 2 -results
Study 2 was conducted with 152 viewers with an average age of 27.7 (18-60). The manipulation check confirmed that Sam Alves is perceived as a stronger candidate than Gabby Moura (M Sam Alves = 5.5 (1.4) and M Gabby Moura = 4.4 (1.6); p < 0.01). Regarding the assessment of the celebrity, respondents were divided by the median to form the two groups (well evaluated celebrity vs poorly evaluated celebrity). The celebrity was assessed with an adapted attitude scale (a = 0.986). We found 80 respondents with a positive assessment (well evaluated celebrity) and 72 with negative assessment (poorly evaluated celebrity). Confirming H2 of this study, the weak candidate (weak brand) was better assessed on intention to consume her music when spectators positively evaluated the celebrity endorser (positive attitude toward celebrity) (M with Well Evaluated Celebrity = 5.6 (1.0) and M with Poorly Evaluated Celebrity = 4.3 (1.6); p < 0.01), as compared to her performance in the program (M with Well Evaluated Celebrity = 5.1 (1.5) M with Poorly Evaluated Celebrity = 3.4 (2.0); p < 0.01).
Concerning the strong candidate (strong brand), there was no difference whether spectators perceived his advisor as a good or bad endorser. This effect was observed both on intention to consume his music (positive M with Well Evaluated Celebrity = 5.8 (1.3) and M with Poorly Evaluated Celebrity = 5.4 (1.4); p = NS) and performance in the program (M with Well Evaluated Celebrity = 5.1 (1.7) and M with Poorly Evaluated Celebrity = 4.6 (1.7); p = NS), regardless of the attitude toward the celebrity endorser, confirming H3 (Figure 2 ).
Discussion of Study 2 -results
The results of Study 2 show that the strongest candidate's evaluation was the same regardless of the image rating of the celebrity. The findings of this study are similar to those found by Silva et al. (2015) , where the brand factor -in this case, the candidate's own image -moderates the celebrity endorsement effect. On the other hand, the weakest candidate (worst evaluated brand) was better evaluated when the endorsing celebrity coach was rated as having a positive image by the participant, rather than a negative image, confirming H2 of this study.
In addition, when considering the scenario where the endorsing celebrity has a positive image, the evaluation of the weak endorsed candidate rises to the same level as the strong participant. 
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This happens for both evaluation in the program and intention to consume the candidate's products, demonstrating the effectiveness of the endorsement and its greater importance in cases in which the new celebrity has not yet established a strong image.
Based on this result, professionals interested in the new celebrity should propose strategies of dissemination associated with the celebrity endorser, and preferably with the current fans of this celebrity, which would enhance the effect of the endorsement.
The effect of different levels of congruence on celebrity endorsement Celebrity choice should be guided by the congruence that he or she has with the product endorsed. The concept of congruence is known as finding the best match between the product and any associated variable. The level of congruence refers to how consistent are the endorser's most relevant features with the product's most important attributes (Fleck et al., 2012; Huston et al., 2003; Misra and Beatty, 1990) .
Congruence depends on two dimensions: relevance and expectation. Relevance reflects the extent to which the stimulus information contributes to a clear identification of the theme or main message being communicated (Heckler and Childers, 1992) . Expectation refers to the expected degree to which an item or piece of information fits in a predetermined pattern or structure evoked by the subject. Several authors have demonstrated the relevance of the positive relationship between the celebrity endorser and the advertised product (Batra and Homer, 2004; Misra and Beatty, 1990 ).
An aspiring celebrity candidate in a musical reality show presents a set of characteristics that must somehow fit in with a certain musical style, which indicates their level of professionalism (Kahle and Homer, 1985) . In addition, there are also aspects related to attractiveness and credibility (Ohanian, 1991) , which may or may not be considered congruent with their technical advisor in the program, i.e. the celebrity endorser (Fleck et al., 2012) . Thus, it is expected that: H4. A weak candidate (worst rated) endorsed by a congruent celebrity will be better assessed than a weak candidate endorsed by an incongruent celebrity.
H5. The evaluation of a strong candidate (best rated) does not depend on congruence with the celebrity endorser.
Study 3
The purpose of Study 3 was to analyze whether different celebrity congruence levels also affect the evaluation of an aspiring new celebrity. For this study, we used a full factorial design between subjects, 2 (candidates: Strong vs Weak) Â 2 (Celebrity endorser: Congruent vs Incongruent). For data analysis, we used ANOVA and ANCOVA. As in Study 2, Sam Alves was chosen as the strong contender and Gabby Moura as the weak candidate. The scenarios of congruence level were manipulated by having spectators read a text showing the congruence (or incongruence) between the candidate and the celebrity that was coaching him or her during the show. For example, in one of the scenarios, the text emphasized how candidate and coach shared the same musical style. The instrument was similar to that used in previous studies.
The final sample of this study was 176 spectators. As in previous studies, participants had to answer questions about their involvement with the program, and people who did not watch or did not know the participants were excluded from the study. The stimulus was presented, and participants assessed the candidates on the same scales as previous studies. There was no difference in the evaluation of the weak participant (worst evaluated) concerning the congruence level with the endorser celebrity. However, to isolate the effect of attitude toward the celebrity, we conducted an ANCOVA. This test showed that the candidate Gabby Moura (weak candidate) was better evaluated when spectators perceived a more positive congruence level with the endorser, either for intention to consume her music [M Congruent Endorser = 5.0 (1.4) and M Incongruent Endorser = 4.7 (1.5); p < 0.01], or performance in the program [M Congruent = 4.0 (1.8) and M Incongruent Endorser = 3.5 (1.7); p < 0.01], confirming H4 of this study.
However, and as expected, the congruence level with the celebrity endorser had no effect on the strongest participant (best rated). Neither intention of consuming his music [M Congruent Endorser = 5.6 (1.5) and M Incongruent Endorser = 5.4 (1.4); p = NS] nor performance in the program [M Congruent Endorser = 4.7 (1.9) and M Incongruent Endorser = 4.8 (1.6); p = NS] showed significant differences, regardless of the celebrity endorser congruence level, thus confirming H5 of this study (Figure 3) .
Discussion of Study 3 -results
The results of the study show that the weaker candidate was better evaluated when there was congruence between her and the celebrity endorser. However, to understand this phenomenon, it was necessary to isolate the effect of attitude toward celebrity, indicating that -despite the fact that congruence affects the assessment in the case of an aspiring new celebrity -celebrity endorser image plays a key role in the celebrity endorsement effect. Regarding the strongest candidate, the evaluation was the same regardless of congruence with celebrity endorser.
This result demonstrates how the endorsement effect can be complex. When choosing a celebrity endorser, it is advisable for consumers to perceive a fit between new celebrity and celebrity. This can be achieved through musical style, regionality, physical appearance, etc. However, the current image of the celebrity endorser should be taken into account when choosing the endorser, as a bad reputation (Louie et al., 2001 ) may decrease the effectiveness of the endorsement or even reverse this effect. 
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The effect of overexposed celebrity endorsement Congruence and charisma effects on celebrity endorsement are essential in terms of advertising effectiveness (Fleck et al., 2012) . However, a celebrity involved in negative events may affect the image of the endorsed product (Louie et al., 2001) . The impact of these events is directly reflected in the company's stock returns. Also, the greater the celebrity's perceived guilt in the episode, the greater will be the influence on their endorsement effectiveness (Carrillat et al., 2013; Louie et al., 2001) . Another common fact within the historical context in risk strategy is the loss of relevance that celebrities can suffer with the media after the endorsement contract has been signed (Luo et al., 2010) . The image of celebrities can change abruptly, diluting the relationship that existed when the brand association began (Erdogan et al., 2001) .
When the celebrity endorses only one product, the endorsement is evaluated more positively and respondents indicate a greater interest in buying the product (Mowen and Brown, 1981) . Consumers also show a more favorable attitude toward the advertisement, as compared to celebrities who endorse many products. "Multiple endorsements" refer to two relatively common occurrences in advertising: a celebrity who lends his or her endorsement to many products, and a product that relies on the endorsement of many celebrities in its advertising campaign (Rice et al., 2012) . Studies on celebrity overexposure in the media also show that, even if there is congruence between brand and celebrity, the more products that are endorsed by a single celebrity, the less effective the endorsement is to the brand (Kaikati, 1987) . Other studies (Subhadip, 2012; Ilicic and Webster, 2011; Hsu and Mcdonald, 2002; Tripp et al., 1994) show that there is a negative influence on the perception of credibility of the endorser, attitude toward the ad and intention to purchase products endorsed by overexposed celebrities, once the credibility of the celebrity and the validity of his or her appeal becomes questionable (Carrillat et al., 2013) .
In the context of a reality show, if the coach -an established celebrity endorser -is perceived as someone who considers all candidates as favorites, indiscriminately, this endorsement to the aspiring celebrity may lose its strength. This phenomenon was already observed in the context of products and brands (Rice et al., 2012; Carrillat et al., 2013; Ilicic and Webster, 2011; Subhadip, 2012; Tripp et al., 1994; Kaikati, 1987; Mowen and Brown, 1981) . If the celebrity endorser is careful in his or her statements of favoritism, the power of endorsement remains. On the other hand, previous studies already showed that stronger candidates may have already established their image, thereby moderating the overexposure effect of his or her coach.
In line with studies on overexposure of celebrity endorsers, we developed H6 and H7 for this study:
H6. A weak candidate (worst rated) endorsed by an overexposed celebrity will be evaluated worse than a weak candidate endorsed by celebrity without overexposure.
H7. The evaluation of a strong candidate (best rated) does not depend on the level of overexposure of the celebrity endorser.
Study 4
The purpose of Study 4 is to analyze whether celebrity endorser overexposure affects the evaluation of an aspiring new celebrity. For this study, we used a full factorial design between subjects, 2 (candidates: Strong vs Weak) Â 2 (Celebrity Endorser: Overexposed vs Not Overexposed). For data analysis, we used ANOVA. As in Studies 2 and 3, Sam Alves was used as the strong contender and Gabby Moura as the weak candidate. Overexposure was manipulated by designing a scenario in which the celebrity chose many candidates for her team (endorsing a large number of candidates) for an overexposed condition, and a scenario where the celebrity chose a few candidates for her team (endorsing few candidates) for a not overexposed condition. The instrument was similar to that used in previous studies.
The final sample of this study was 236 people. As in previous studies, first, the participants answered questions about their involvement with the program, and people who did not watch or did not know the participants were excluded from the study. The stimulus was presented and spectators assessed the candidate through a series of questions, using the same scales as previous studies.
Study 4 -results Study 4 was conducted with 236 viewers of the show, with an average age of 30.6 (18-58) . Manipulation check confirmed that Sam Alves is perceived as a stronger candidate than Gabby Moura [M Sam Alves = 5.6 (1.5) and M Gabby Moura = 4.7 (1.5); p < 0.01]. Also, participants in the overexposed celebrity condition perceived more over-exposure when compared to the participants in the not overexposed condition [M Celebrity Overexposed = 4.6 (1.8) and M Celebrity Not Overexposed = 3.4 (1.7); p < 0.01].
Confirming H6 of this study, the weak candidate (worst rated) received lower ratings in both intention to consume her music when endorsed by an overexposed celebrity 
Discussion of Study 4 -results
The results of the study show that the weakest candidate was better evaluated when the celebrity endorser was not perceived as overexposed. In a context of overexposure, the endorsement of an established celebrity loses power, showing a significant difference from the lowest exposure context. As for the strongest candidate, the assessment was the same regardless of the level of exposure of the endorser celebrity used. The results support the hypotheses and attest that level of overexposure has an effect on the endorsement, as well as on the context of products and brands, as confirmed in previous studies. However, it is 
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General discussion
The purpose of this study was to analyze the effectiveness of an "acclaimed" celebrity endorsement effect in a context where the endorsed object is another person -more specifically, an aspiring new celebrity. In addition, aligned with a proposal for future studies from Knoll and Matthes (2017) , we sought to understand the effects of brand, charisma, congruence and celebrity exposure on the effectiveness of the endorsement, and therefore on the spectators' attitudes and behavioral intentions in this context. To operationalize the study, the authors chose the phenomenon of reality shows which, along with other new media, such as Facebook, Instagram and Twitter, have attracted huge audiences, allowing and contributing to the emergence of new celebrities (Keel and Nataraajan, 2012) .
Study 1 showed that when endorsed by an established celebrity, an aspiring new celebrity was better rated than when he or she lacked endorsement. This was revealed both in the assessment of the aspiring celebrity's performance on the reality show The Voice Brazil, and in the reported intention to purchase the work of this future celebrity (music recordings and shows), confirming the effect of the endorsement. Previous studies had already investigated the endorsement effect on products (Kim and Na, 2007; Silva et al., 2015) , but this is the first study to show that celebrity endorsement effect can also be effective for an aspiring new celebrity.
Study 2 demonstrated two effects. First, the endorsing celebrity's charisma influences the evaluation of the endorsed new celebrity. Another result of this study relates to brand influence on the evaluation, based on the understanding of the aspiring celebrity as brand (Kowalczyk and Royne, 2013; Luo et al., 2010) . For a strong candidate (strong brand), celebrity charisma did not change the overall assessment. However, in examining the effect of the endorsement on the weak candidate, it is perceived that the evaluation rises to the same level as the other candidate when the endorsing celebrity is evaluated positively. This demonstrates the effectiveness of the endorsement and its effect enhanced by a contextual variable, in this case, the charisma of the endorser.
In Studies 3 and 4, it was also possible to identify the effects of congruence (Fleck et al., 2012; Batra and Homer, 2004) and celebrity overexposure (Ilicic and Webster, 2011; Subhadip, 2012) . In both studies, it was once again possible to identify the influence of contextual factors on the endorsement, in a context of established celebrities endorsing aspiring celebrities.
Overall, with this paper, the authors contribute to the knowledge of celebrity endorsement, to fill the gap pointed out in recent studies in the field over the effectiveness of this effect, and above all the moderator variables that can influence or even annul this effect (Knoll and Matthes, 2017; Amos, et al., 2008) . A celebrity can endorse an aspiring new celebrity, and this is enhanced by variables related to the endorser, such as charisma and level of exposure. However, the choice of the endorser cannot be made without taking into account the characteristics of the endorsed. There must be some degree of association between them for the endorsement to be effective. In addition, by developing their own image and reputation, aspiring new celebrities are less subject to influence from the endorser. The effect of the endorsement still exists, but to a lesser extent and with less influence from the endorsing figure. For example, in Study 2, the endorser's charisma (celebrity character) did not change the endorsee's evaluation. This result is interesting and contributes to studies about brand (Silva et al., 2015) , and in particular those focused on the possible effects of the brand on endorsers (Thomas and Fowler, 2015) .
From a practitioner standpoint, reality shows such as The Voice and other similar formats can be seen as a source of potential future celebrities. In recent years, it has been normal in the USA for program participants to top iTunes download charts, demonstrating this potential. Thus, knowing how to manage their career from the very beginning can be decisive to guarantee both longer and profitable careers. Aspiring celebrities that are not very well known by spectators can benefit from celebrity endorsement. Music labels and other companies of this type can use this information to develop strategies to leverage new artists in partnerships with their established artists. However, it is important to verify whether both congruence and charisma are present, as well as no overexposure. When choosing a celebrity to endorse another, it is necessary to emphasize the possible associations between them for the public, and constantly monitor the reputation of the celebrity vis-à-vis consumers and ensure that there is no overexposure of the celebrity, as the effect of the endorsement will be less effective if the same celebrity endorses several aspirants to a new celebrity. On the other hand, if an aspiring celebrity manages to build a strong image with spectators, he or she can be seen as an established brand, and thus will be less and less affected by the endorsement, and in time will have the potential to be an endorser.
Future research must vary the profile of the celebrity endorser and aspiring new celebrities. The profile should be tested in other substantive areas, such as new media and social media (Facebook, Instagram, Twitter, YouTube, etc.) , reality shows and new entertainment programming formats. Moreover, it would be important for other researchers to work with different kinds of brands and categories of products and services.
